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The purpose of this paper is to examine attitudes towards the controversial
advertisings in Vietnam during 2009 – 2014 period. Using descriptive case study
and in-depth interview method, the paper aims to determine the reason for
advertising being controversial; through which path these advertisings
disseminate; how controversial advertisings affect company reputation and brand.
Findings – in Vietnam, among advertising controversial product, advertising
execution and advertising media these three dimensions, the majority of
advertisings are controversial because of the advertising execution including anti
– traditional culture, too sensitive issue, the discrimination against special groups,
etc. The results also indicated that, the social network plays an important role in
the formation, development and communication of controversial advertisings in
Vietnam. Generally, controversial advertisings spread through the path of media –
audience – social network – new media – public.  A part of controversial
advertisings damaged the company’s reputation, affect the sales volume and the
competitiveness of the brand in the market. Originality/ Value – this paper offers
suggestions and references for Vietnamese as well as International enterprises to
effectively design advertising communication strategies.
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